



















































ェーズを基盤にし、本研究は以下の 9 章で構成される。 





































































































 文献調査は、本研究を COO におけるデザイン、パッケージング
の関係について、ユニークな位置付けを行なった。 
 































 調査は、「2017 年神戸国際博覧会」期間中（2017 年 3 月 11 日












 調査には 343 名の参加者が参加しました。その結果、回答者の
316 名（92％）がドミニカ共和国を知っていたが、ドミニカ共和国と
ドミニカ国が別の国であることを知っていたのは 50 名（16％）にと



































 全体では、コーヒーについては 25 の要素、チョコレートについて
は 23 の要素がパッケージの要素に含まれており、これらは、国別
の表現、製品の描写、ブランディングやブランドの表現、そして必


























































 合計 46 サンプルが収集され、そのうち 5 サンプルが 4 つのネー
ムブランドに対応し、41 サンプルが 33 の専門店に対応している。 
調査によると、コーヒーのパッケージのうちドミニカ共和国の名























Table 2 Chocolate Packaging Results 
 
Cat. 1 Regarding the COO (Coffee) T=46 〇
△
× Cat. 1 Regarding the COO (Chocolate) T=54 〇
△
×
① Country Name (Japanese) 2 31 13 ① Country Name (Japanese) 17 28 9
② Country Name (Roman Characters) 6 18 22 ② Country Name (Roman Characters) 15 14 25
③ Country Flag 3 1 42 ③ Country Flag 4 0 50
④ Country Map 1 1 44 ④ Country Map 9 3 42
⑤ Country Colors 1 0 45 ⑤ Country Colors 1 7 46
⑥ Country Imagery 4 2 40 ⑥ Country Imagery 4 0 50
⑦ Description of Country 6 2 38 ⑦ Description of Country 0 1 53
⑧ Sourcing 23 4 19 ⑧ Sourcing 18 0 36
〇 Correct  △ Inaccuracy  × Not Included 〇 Correct  △ Inaccuracy  × Not Included 
Table 1 Coffee Packaging Results 
Cat. 1 Reg rding the COO (Coffee) T=46 〇
△
× Cat. 1 Reg rding the COO (Chocolate) T=54 〇
△
×
① Country Name (Japan se) 2 31 13 ① Country Name (Japan se) 17 28 9
② Country Name (Roman Characters) 6 18 22 ② Country Name (Roman Characters) 15 14 25
③ Country Flag 3 1 42 ③ Country Flag 4 0 50
④ Country Map 1 1 44 ④ Country Map 9 3 42
⑤ Country lors 1 0 45 ⑤ Country lors 1 7 46
⑥ Country Imagery 4 2 40 ⑥ Country Imagery 4 0 50
⑦ Description of Cou try 6 2 38 ⑦ Description of Cou try 0 1 53
⑧ Sourcing 23 4 19 ⑧ Sourcing 18 0 36
〇 Correct  △ Inaccuracy  × Not Included 〇 Correct  △ Inaccuracy  × Not Included
 
Fig. 2 Coffee packages - Nomenclature of the Dominican Republic 
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 チョコレートパッケージの調査では、「ネームブランド 8 社」に対
















国旗の色の配置が理想的ではなかった 2 つの例もあった。 





 チョコレートには、商品そのものに直結する 8 つの要因がありま
した。一般的な要因としては、「製品のイメージ」「味」「保存方法」
が挙げられた。チョコレートの具体的な要因は 4 つありました。形












































 合計で 12 のインタビューを実施した。コーヒーメーカーでは 1 社
のみがインタビューに応じ、専門店は 6 社チョコレートの場合は、
日本の大企業 2 社、専門店 3 社が同意した。 
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1. INTRODUCTION AND BACKGROUND 
This research originated as a result of finding several Country 
of Origin (COO) packages for Coffee and Chocolate products in 
Japan. How nations are commercialized in products generated 
many questions about seller and consumer perceptions. It also 
created a desire to inspect how much is known about the origins of 
the products and what aspects are present in the Packages.  
Coffee and Cacao1 have played important roles throughout 
history, affecting economies and relationships between the 
countries which controlled the trade since its beginning. From the 
grower to the final consumer the chain through which Coffee and 
Cacao beans pass affect the lives of millions of people all over the 
world; however, the limited climate, soil and other conditions 
required to successfully yield a harvest that meets flavor and 
quality standards*1*2 creates a unique commerce exclusive to the 
countries around the Equator, in the Coffee and Cacao Belt. This 
area in turn supplies the world with the raw export beans that are 
sold and consumed worldwide while promoting where it was 
grown.  
Countries of Origin fulfill the roles of suppliers and are 
dependent on diplomatic and economic relationships between 
nations that can create positive or negative impressions on 
consumers*3. The final Coffee and Chocolate products are 
considered made in the Country of Import, therefore, Brands or 
producers may not take into account the effects it might have on 
the export country. These goods are rarely seen by the people who 
produced the crops or the people of the export country for whom 
the final contact is before the crop leaves the country.  
The rising popularity of Single Origin Coffee and Cacao with 
terms such as “Fair trade” and “Bean to Bar” have grown into 
mainstream products ranging from easily attainable to specialty 
goods. At the same time, the access to information is creating 
mindful consumers that take into account these factors before 
purchasing*4. In such a market there is a need to investigate the 
packaging aspects that are applied and influence the market trend. 
There is vast research about the growing methods, production, and 
creation of an identity for these goods but the packaging has not 
been deeply looked into. 
                                                                   
1 Cacao is the bean. Chocolate the finished product. 
The current market is set in an important time to research the 
sales methodology, specifically how the packaging portrays a 
country and what information is communicated. Packaging in itself 
is not only used for its functionality (to protect, transport and store 
the contents), it can be a valuable communication tool that affects 
consumer behavior*5.  
2. MAIN COMPONENTS OF THE STUDY 
This research is comprised of five main stages. The first is 
research baseline where the theoretical framework is establishes 
the subject, objectives, strategies and prior research thought the 
literacy review. The second is the empirical research where the 
field investigations were performed. The third is the analysis which 
is based on the results was obtained from the collection of data 
found during these studies. The fourth, the guideline which is a 
synthesis of the results generated in the proposed guidelines. 
Finally the fifth stage, the conclusions. The result of this process is 
shown in nine chapters. 
Chapter 1: Background and Research Outline 
Firstly the development of the research background, objectives and 
literature review was structured to create the narrative and 
methodologies which best applied to the dissertation.  
Chapter 2: Coffee and Cacao in Japan and the Dominican 
Republic 
This chapter serves to establish the premises of coffee and cacao 
trade, the coffee and cacao history of the Dominican Republic and 
Japan as well as the relationship between the two countries.  
Japanese Consumer Survey regarding Coffee and Chocolate 
In order to explore the consumption habits, purchase habits and 
influences as well as importance of packaging and origins a 
consumer survey was conducted. Within the survey it was also a 
priority to verify the stance of the Dominican Republic in Japan 
and the knowledge of the products.  
Chapter 3: Japanese Consumer Survey Regarding Coffee and 
Chocolate 
This chapter addresses the consumer survey conducted and the 
results related to Japanese respondents regarding Coffee and 
Chocolate goods. 
Chapter 4: Japanese Labeling and Packaging Regulations 
Regarding Coffee and Chocolate 
The inspection of the laws and regulations in place for Japan’s 
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Coffee and Chocolate Packages was necessary to set a controlled 
basis of the mandatory packaging elements. Along with the 
regulations, the recommendations and guides set by the relevant 
associations in Japan were also considered. The role of the origins 
within these legislations were also inspected and further compared 
with the elements found within the actual packages. Furthermore, 
the elements corresponding to the representation of the origins 
were expanded.  
Chapter 5: Analysis of Dominican Coffee Packages in the 
Japanese Market and Chapter 6: Analysis of Dominican 
Chocolate Packages in the Japanese Market 
Within these chapters the collection of the current and past 
packages for coffee and chocolate packages which included a 
Dominican Republic version took place. The packages were also 
divided into name brands and specialty shops. The elements of the 
COO were further analyzed while establishing the representation 
and accuracy of the Dominican Republic.   
Chapter 7: Interviews to Coffee and Chocolate Sellers 
While analyzing the packages it was important to properly 
represent the concepts, opinions and purpose of the packages.  
This chapter collects interviews with several name brands and 
specialty shops to clarify these points and also relay the 
information found during the packaging analysis.  
Chapter 8: Proposed Guideline for Packages Corresponding to 
Countries of Origin 
As a result of the findings a guideline structure for future packages 
and an example application to the Dominican Republic was made. 
Chapter 9: Conclusions 
This chapter sets the conclusions of this dissertation, limitations 
and further research.  
 
3. PURPOSE AND METHODOLOGY 
While there is extensive research on coffee, chocolate, policy, 
countries of origin, packaging, consumers, branding, and 
marketing, we could not find any that directly targeted the design 
factors to consider within one country’s market regarding a 
specific origin though packaging.  
One of the primary goals of this research is to improve the way 
the design research process is made for the portrayal of a country 
by formulating a guideline that serves as a tool for designers to 
utilize during future product developments. The guideline aims to 
generate more accurate and better understandings of the COO and 
add value to the product and the importance of the relationship that 
takes place between producing Country-Seller-Consumer. 
In the initial stage, a consumer survey was conducted to 
establish the overall Japanese consumer of Coffee and Chocolate 
goods, the general knowledge of the Dominican Republic and 
verify consumer awareness of the Dominican Republic as a 
country or origin for Coffee and Cacao beans.  
The following stage looked to analyze the Coffee and 
Chocolate Packaging Designs in the Japanese Market while using 
the case study of raw Dominican Coffee and Cacao beans imported 
into Japan. The Dominican Republic was chosen because of the 
spelling of the country in the Japanese language can easily be 
confused with the Commonwealth of Dominica. The similarities 
can create misspellings and misrepresentations that may lead 
confusion amongst consumers. Although not a unique problem to 
the Dominican Republic, the analysis of the cultural aspects of the 
Dominican case can be made in a deeper, appropriate and educated 
method because of the origins of the researcher.  
The purpose of the Packaging analysis is to create the basis of 
how Coffee and Chocolate is sold in the Japanese Market. With the 
analysis, a clear structure of the packages for Name Brands and 
Specialty Shops for Coffee and Chocolate products can be 
understood.  
The packaging elements examined show how the COO image 
is used, what aspects need corrections and what components have 
been underused or have the potential to create value. 
The packages in this study correspond to products sold in 
stores for the Japanese Market made of imported Dominican Beans 
for Coffee and Cacao. Every sample available was collected. 
Products that were only sold online were not analyzed in this study 
as the consumer cannot physically see the package before purchase 
and the variances of online sales did not correlate with the 
objectives of this research. For discontinued or limited edition 
packages, the sellers provided the necessary data or they were 
recovered from Online sites such as blogs, reviews and, news 
articles. Only packages for which all sides could be retrieved were 
analyzed. With the exception of one Chocolate series, the packages 
were part of a product line with several versions and designs which 
featured different countries or without the disclosing the origins. 
 
4. PURPOSE, METHODOLOGY AND RESULTS 
CHAPTER 1: PURPOSE AND METHODOLOGY 
1-1 Purpose 
This chapter establishes the research methods, purpose and 
background. 
1-2 Methodology 
Through the establishment of the research goals this chapter 
details the research background and literary review of related 
subjects. 
1-3 Results 
The literacy review placed this research in a unique position 
which correlates with design, packaging and COO’s.  
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CHAPTER 2: COFFEE AND CACAO IN JAPAN AND THE 
DOMINICAN REPUBLIC 
2-1 Purpose 
To clarify the origins and background for coffee and chocolate 
and its history related to Japan and the Dominican Republic and 
establish the relationship between of both countries. 
2-2 Methodology 
History books, publications and literature regarding coffee and 
chocolate were used to establish the general backgrounds. A field 
study in the Dominican Republic along with interviews to relevant 
parties were conducted to clarify the current status of cultivation in 
the country. 
2-3 Results 
Japan and the Dominican Republic have a long relationship 
dating back to 1934 which includes the Japanese postwar 
immigration to the Dominican Republic in 1956*6.  
Coffee and Cacao beans are imported to Japan from several 
countries coffee mainly from Brazil with a 31% *7 while 75% of 
cacao is imported from Ghana *8.  
While coffee imports to Japan have increased over the years, 
The Dominican Republic’s production has still not recovered from 
the outbreak of the coffee rust disease. Cacao production has 
remained more stable and imports to Japan have shown growth 
during the period of this research. 
 
CHAPTER 3: JAPANESE CONSUMER SURVEY 
REGARDING COFFEE AND CHOCOLATE 
3-1 Purpose 
To establish the general consumer profile, purchase habits, 
knowledge of the Dominican Republic and Dominican coffee and 
cacao. 
3-2 Methodology 
The survey was conducted during the 2017 “Kobe International 
Fair” consisting 7 categories:  
① General Information: The age, gender, status and Area of 
respondents 
② Regarding the Dominican Republic: General knowledge and 
awareness of the country.  
③Regarding Coffee: Consumption and purchase habits for Coffee. 
④Regarding Dominican Coffee: Awareness and Impressions of 
Dominican Coffee 
⑤Regarding Chocolate: Consumption and purchase habits for 
Cacao goods 





343 attendees participated in the survey. The results showed 
316 (92%) of respondents knew of the Dominican Republic, 
however, only 50 (16%) knew the Dominican Republic and the 
Commonwealth of Dominica are different countries. Over 90% of 
respondents consumed Coffee 319 (93%) and 313 (91%) 
Chocolate, but less than 20% knew of the Dominican beans. The 
comments section revealed 129 remarks and questions regarding 
the Dominican Republic’s Coffee and Chocolate.  
The survey revealed that there is a need for consumers to be 
provided more accurate information regarding Dominican products 
and that there is a lack of awareness of the disconnect between 
Dominica (Commonwealth) and the Dominican Republic. 
However, the majority of respondents expressed genuine interest in 
knowing more about the country and their desire to purchase 
Dominican Coffee or Cacao goods. They also expressed how they 
would like to see more publicity in order to make it more 
accessible for them to buy as most did not know where they could 
attain such products. The statements from the consumers reflect the 
importance of furthering the research of COO geared packaging, as 
products are incrementing in Japan. 
We can conclude that in many cases the brand or maker is the 
main sales point for certain product’s packaging. The potential for 
Packaging Design to meet the needs expressed by the consumers 
should be further explored.  
CHAPTER 4: JAPANESE LABELING AND PACKAGING 
REGULATIONS REGARDING COFFEE AND 
CHOCOLATE 
4-1 Purpose 
To establish the mandated laws and regulations regarding 
labeling, coffee goods and chocolate goods sold in Japan. 
4-2 Methodology 
The packaging analysis was first conducted by revising the 
regulations and laws established for packaging labels, for coffee 
product labeling and chocolate product labeling currently in place. 
Secondly, the packages sold in Japanese stores, supermarkets and 
convenience stores for coffee and chocolate goods by Name 
Brands and Specialty Shops were collected and the elements 
extracted. The inspection of the packaging regulations showed the 
mandatory factors, followed by gathering samples to extract the 
individual elements that comprised the designs that included the 
brand identities, strategies and design approach. Upon revision the 
differences and similarities between both commodities and sales 
venues was also taken into account. 
4-3 Results 
In addition to the mandatory elements the survey showed how 
packaging for Chocolate and Coffee is generally sold in Japan and 
Summary of Doctoral Thesis, KOBE DESIGN UNIVERSITY 
XI 
how the country of origin is integrated. These were grouped and 
classified within categories to facilitate the analysis process and 
differentiate the COO aspects utilized in the market. 
Overall a total of 25 Factors for Coffee and 23 Factors for 
Chocolate were found in the Packaging elements which were 
divided into the following five categories which look to separate 
the country representation, portrayal of the product, branding or 
brand representation, as well as, required labeling. (Fig. 1) 
Category 1. Regarding the Country of Origin: The factors 
regarding the Country of Origin found in the packages gathered 
were: Naming of the Country of Origin in Japanese, Naming of the 
Country of Origin in Roman Letters (Spanish, English…), Flag, 
Map, Colors, Imagery, Description, and Sourcing. Depending on 
the Packaging some had more of these factors than others varying 
from Specialty Shops and Brand Name Products.  
The majority of Specialty Shop cases showed that the amount 
of information displayed is mostly worded whereas Brand Names 
included more imagery. The main factor for the majority of 
packages was the Logo of the Brand or Specialty Shop followed by 
the Country of Origin. 
Category 2. Regarding the Product: 10 Factors for Coffee and 8 
for Chocolate were displayed which are directly associated with 
the product. This category exposes a variation of factors only 
relevant to Coffee or Chocolate. The common factors found were 
Imagery of the product (Coffee/Chocolate), Flavor and Method of 
preservation. 
Category 3. Additional Imagery: In this category Additional 
Imagery: refers to any imagery that has no relation to the Country 
of Origin or the product in itself. 
Category 4. Regarding the Company: The information displayed 
in this category is for consumers to have a referral of the Brand or 
Shop that made the product including customer support center and 
the address. Brand Names generally implemented the Product 
Series as the centerpiece of the Package, whereas in Specialty 
Shops the name of the store was given priority overall. 
Category 5. Other: This category displays additional information, 
such as the amount of product and the packaging materials. The 
Barcode, in this case, is a clear indicator of the sales points and 
sales method for the product. 
The factors in each category were verified if they were 
included or not. In the cases that the elements of the Country of 
Origin were present, these were further inspected to see if 
inaccuracies were found. In cases where a package includes 
multiple spellings for the country name, the evaluation is marked 
as inaccurate if one written form has errors. 
The mandated regulations do not include the specific aspects of 
COO with the exception of the country name, these factors result 
from the objectives and choice of the sellers.  
 
CHAPTER 5: ANALYSIS OF DOMINICAN COFFEE 
PACKAGES  
IN THE JAPANESE MARKET 
5-1 Purpose 
The objective of the coffee packaging analysis is to clarify the 
packaging structure utilized in Japan focusing mainly on the COO. 
This analysis will be the basis for future packaging designs to use 
what is already applied and explore underutilized factors such as 
COO image and portrait via packaging design. The packages 
collected were sold across Japan in shops, supermarket and 
convenience stores. 
5-2 Methodology 
The samples were gathered by visiting specialty shops, 
searching Online and by referrals. 
5-3 Results 
A total of 46 samples were collected of which 5 Samples 
correspond to 4 Name Brands and 41 Samples for 33 Specialty 
Shops.  
The survey revealed 33(72%) Coffee packages displayed the 
Dominican Republic nomenclature in Japanese. Of the 33 samples 
31 (93%) incorrectly displayed the Dominican spelling. The COO 
name in Roman Letters was present in 24 (52%) packages. Out of 
the 24, 18 (75%) of the Roman letter spellings were incorrect 
mainly featuring “Dominica” as the origin. Of the 43 samples 6 
(13%) cases of Roman lettering correctly showed “Dominican 
Republic”. (Fig. 2) 
The Coffee Packaging’s usage of visuals was minimal as the 
Flag 42 (91%), Map 44 (96%) and Colors 45 (98%) were absent in 
the designs. the six cases that presented imagery of the Dominican 
Republic was represented around the ocean.  
 
Fig. 1 Design elements found in the coffee and chocolate packages  
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The description of the country was only found in 8 (17%) of 
cases. The Sourcing was one of the most represented in the 
packages included in 27 (59%) cases. Sourcing refers to elements 
like the farm, production methods or city of the beans, reaffirming 
the value of the origin which can vary within the same country. 
(Table 1) 
Although Coffee Specialty Shops did not implement visuals 
cues regarding the Imagery of the Country, Imagery of Coffee, and 
Unrelated Imagery, the flavor description was included in the 
samples in a worded or simple graph. Coffee Packages mostly 
centered the selling point on the Specialty Shop or Brand; this is 
likely to convey that even within the variety the quality is assured 
by the seller. 
 
CHAPTER 6: ANALYSIS OF DOMINICAN CHOCOLATE 
PACKAGES IN THE JAPANESE MARKET 
6-1 Purpose 
The objective of the chocolate packaging analysis is to clarify 
the packaging structure utilized in Japan. As with coffee packages 
the main focus will be on the COO. Following the analysis, the 
survey looks to verify the information displayed of a COO 
including image and descriptions that should be explored in the 
packaging design process packaging design. 
6-2 Methodology 
The samples were gathered by going to supermarkets, 
convenience stores, specialty shops, searching online for stores and 
new launches as well as by referrals. 
6-3 Results 
The Chocolate Packaging survey provided 43 Samples 
corresponding to 8 Name Brands and 10 samples for 5 Specialty 
Shops.  
The survey revealed that the Nomenclature of the Dominican 
Republic presented inconsistencies and misrepresentation on the 
majority of cases. From the 53 samples 45 (85%) packages 
included the name of the COO in Japanese, out of which 17 (32%) 
of the written Dominican Republic nomenclature were correct. 28 
(52%) of packages presented the name in Roman Letters of which 
14 (26%) were correct. There were also several different spellings 
for the Dominican case on the same packages where one was 
written correctly in one language and incorrectly in the other. 
Variances included “Dominican” “Dominica” “Dominican 
Republic” and “Dominica-san”. (Fig. 3) 
From the chocolate packaging samples 49 (92%) did not 
display the country flag. In the case study the national colors infer 
to the National Flag. In this case the colors which are addressed are 
Blue, White, and Red, each color has an assigned meaning and 
placement. Two instances where the color alignment of the flag 
was not ideal were also found. 
The Map of the country was present in 12 (23%) packages, but 
there was not much focus on describing the COO with only one 
(2%) displaying information, most descriptions were based on the 
chocolate properties and flavor, with 35 (70%) not disclosing the 
sourcing of the beans. (Table 2) 
There were eight Factors for Chocolate that directly associated  
Cat. 1 Regarding the COO (Coffee) T=46 〇 △ ×       
① Country Name (Japanese) 2 31 13    
② Country Name (Roman Characters) 6 18 22     
③ Country Flag 3 1 42   
④ Country Map 1 1 44   
⑤ Country Colors 1 0 45   
⑥ Country Imagery 4 2 40   
⑦ Description of Country 6 2 38    
⑧ Sourcing 23 4 19  
〇 Correct  △ Inaccuracy  × Not Included          
Table 1 Coffee Packaging Results 
 
Fig. 4 Chocolate packages for the same company - Nomenclature of the Dominican Republic 
 
i . 2 offee pack ges - Nomenclatur  of the Dominican Rep blic 
      Cat. 1 Regarding the COO (Chocolate) T=54 〇 △ ×
   ① Country Name (Japanese) 17 28 9
    ② Country Name (Roman Characters) 15 14 25
  ③ Country Flag 4 0 50
  ④ Country Map 9 3 42
  ⑤ Country Colors 1 7 46
  ⑥ Country Imagery 4 0 50
   ⑦ Description of Country 0 1 53
 ⑧ Sourcing 18 0 36
        〇 Correct  △ Inaccuracy  × Not Included  
Table 2 Chocolate Packaging Results 
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with the product itself. The general factors found were Imagery 
of the Product, Flavor, and Method of preservation. There were 
four specific factors for Chocolate: Shape, Awards, Nutritional 
Facts/Ingredients, and Product site. 
As for Chocolate products, 29 (55%) presented Images 
regarding the product, usually being either the Cacao Tree or 
Cacao Pods in some cases used as a marker for the country 
location.  
Chocolate products are mostly sold in Supermarkets and 
Convenience Stores. These packages require more information, 
reflected by 47 (89%) of Chocolate including the flavor profile of 
the product, mainly worded as Dark, Milk or flavor notes. The 
concentration of Cacao included also served this purpose, 9 out of 
10 Specialty Shops displayed the flavor worded and percentage. 
High concentrated Chocolate considered healthy, disclosing the 
percent provides consumers with a sense of high-quality and 
transparency. 
The product website was only found in the Name Brand 
Chocolates part of Multi-brand Companies which sell a wide range 
of goods outside of the chocolate market. The series or limited 
edition products are often featured individually on separate sites.  
One case of Chocolate only showed the Product Series without 
placing the logo of the main producer. Upon closer inspection, the 
contact information did refer to the Brand that the series belonged 
to. The company information was present in 53 (100%) of 
Chocolate packages.  
Two Specialty Chocolate cases integrated barcodes into their 
packaging; these products are or have been sold in department 
stores during events which required a product code for the register.  
This can lead to confusion amongst consumers and speaks to the 
need for an alternative standardization method than the currently 
implemented. 
 
CHAPTER 7: INTERVIEWS TO COFFEE AND 
CHOCOLATE SELLERS 
7-1 Purpose 
Once the packaged were gathered it was important to clarify the 
intention, methodology and market strategies of the sellers to 
clarify packaging aspects that may be of use in future designs as 
well as the reasons for the current packages. 
7-2 Methodology 
Interviews were conducted between 2017~2018 by either 
directly approaching the store owners or referrals. The interviews 
were conducted in Japanese and have been translated to English for 
the purpose of this study. There may be instances in which nuances 
may not be the same due to the change of languages. 
7-3 Results 
A total of 12 interviews were conducted. For Name Brand 
coffee makers only one agreed to the interview and 6 specialty 
shops. In the case of chocolate the interviews were conducted to 
two of Japans largest corporations agreed along with 3 Specialty 
Shops.  
The Sellers overall deciding factor into choosing a COO was 
unanimously the flavor of the coffee or cacao beans with no 
particular preference over a country because of its image. In the 
majority of cases the COO played a minor role in the images 
displayed for the Specialty shops, however Name Brands wanted 
to explore the unique aspects of the countries they featured.  
All of the sellers said they would like to continue using 
Dominican coffee and cacao, many expressing they would like to 
learn more about the country. 
 
CHAPTER 8: PROPOSED GUIDELINE FOR PACKAGES 
CORRESPONDING TO COUNTRIES OF ORIGIN 
8-1 Purpose 
To aid the design process based on COO elements found in 
packaging designs for coffee and chocolate in Japan. 
8-2 Methodology 
Based on the results of the field study, consumer survey, seller 
interviews, and packaging analysis combined with the verification 
of the legislations the checklist based on the country of origin 
aspects currently utilized in Japanese packaging for coffee and 
chocolate to aid the design process of future designs. The checklist 
was sent to the Dominican Republic Embassy in Japan, Meiji and a 
professional designer who worked on one of the largest design for 
feedback. 
 
Fig. 3 Chocolate packages for the same company - Nomenclature of the Dominican Republic 
Summary of Doctoral Thesis, KOBE DESIGN UNIVERSITY 
XIV 
8-3 Results 
After having considered the consumers, regulations and actual 
packages the guideline was formulated as a proposed method to aid 
future designs and answer the inquiries found during the research 
process. The guideline can be both utilized in the initial process to 
gather information and the final stage of the design to verify the 
contents of the packaging. The elements are generated in a 
checklist format to simplify the research process. The guidelines 
address the elements directly associated with the Country of Origin 
as it is one of the lesser regulated and studied aspects within the 
labeling standards. [Regarding the Product, Additional Imagery, 
Regarding the Company and Other] are categories controlled either 
by the law or company policy and therefore they will depend on 
the legal requirements of the country of sales, the manufacturing 
process and the company or seller branding.   
The eight factors regarding the country of origin found in the 
packaging analysis were utilized. The purpose of the guideline is to 
facilitate the initial design stage were information gathering and 
collection is of critical importance to the concept creation. The 
nomenclature of the country separated by languages was fixed as 
one category making the total seven aspects. Within the seven 
factors 1.Name of the Country of Origin, 2. Flag, 3. Map and 7. 
Sourcing are objective and should not be altered. However, points 
4. Colors, 5. Imagery and, 6. Description can have an infinite 
number of variations depending on the perspectives, objectives and 
information availability. Within the suggestions official and trusted 
sites should be applied to generate better results. The guide looks 
to maintain creative freedoms and enhance future results. (Fig. 4) 
The Dominican Republic case showed the need of improving 
the representation to better inform consumers and the relationship 
between the countries. The guideline gives example of a result 
when applied to the Dominican Republic case.   
Comments from Meiji Ltd. Co showed interest in the checklist 
stated that it would contribute to the design process and wanted 
more details after seeing the checklist. Embassy Council Joselyn 
Saladin also stated this checklist was of importance due to 
companies not consulting with the Dominican entity prior to 
launching a product made of Dominican origin and in many cases 
there is no contact at all, therefore this could serve to prevent any 
detrimental or inaccurate statements being placed in products. 
Designer Q. Asaba, prior designer to the the Doutor Dominican 
series for 2013 and 2015 also expressed the guide covered the 
essential design points in order to create a COO and that it would 























































The Sourcing should be verified by the latest versions from the Country Website, Embassies, Entities 
pertinent to specific certifications, Educational Books, Atlas', amongst others. It  is recommended to 
verify multiple sources.  
The Flag should be verified by the latest versions from the Country Website, Embassies, Entities like the 
United Nations, Regulations, Educational Books like Atlas'. It  is recommended to verify multiple 
sources.  
Official Names should be verified by the Country Website, Embassies, Entities like the United Nations, 
Language Academies and Regulations. Abbreviations should be avoided when possible. For product 
naming alternative colloquialisms from the COO might be acceptable, use with caution. It  is 
recommended to verify multiple sources and verify it  is the latest version.  







Official Name by Languages
Official Name in COO Language
The Map should be verified by the latest versions from the Country Website, Embassies, Entities like 
the United Nations, the World Resource Institute, Educational Books, Atlas', amongst others. It  is 
recommended to verify multiple sources.  
The Colors can have multiple variations, however we recommended verifying usage from the Country 
Websites, Embassies, Official Tourism Websites and Books. It  is recommended to verify multiple 
sources.  
Alternative Color usage in Cultural Traditions





Official Name in Import Country's Language











The Imagery can vary depending on regions, t imes in history and product, however we recommended 
verifying themes from the Country Websites, Embassies, Official Tourism Websites and History and 
Educational Books. It  is recommended to verify multiple sources.  
There are multiple approaches to describing a country, however we recommended verifying information 
provided by the Country Websites, Embassies, Official Tourism Websites and History and Educational 
Books. It  is recommended to verify multiple sources.  
Official Country Branding 
National Flora and Fauna
Endemic Species of Flora
Official Country Flower












Flag Usage and Regulations










History of the City
Spellings of the City






Traditional Clothing or Costumes
Meaning and Usage
Official Country Introductions
History of the Country
Producing City Characteristics
Other Native and Endemic species
Landmarks




Fig. 4 Proposed Guideline Checklist 
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CHAPTER 9: CONCLUSIONS 
The research explored ① the consumer habits and impressions 
were approached by conducting a survey, followed by ② the 
Packaging Research in three sub-stages ❶ Regulations ➋ the 
transition from seller to package ➌ the Package to consumer. The 
results concluded a guideline was necessary aid the current 
packaging design process which depicts a country of origin. 
The most significant finding was that the name of the country 
is used interchangeably between the Dominican Republic and the 
Commonwealth of Dominica. Consumer desire to know more 
about the products and interest of the sellers also show that the 
implementation of the elements regarding the country of origin 
would be of mutual benefit to all the involved parties within the 
product to the final purchase. 
While Japanese regulations regarding countries of origin are in 
place, it is clear that these indications must be reinforced. Proper 
research channels for sellers and further education of the producing 
nations in the Japanese market is necessary as it is difficult to 
moderate every outlet within the coffee and chocolate chain of 
distribution. From the importer to the individual sellers it will take 
time to produce a strong change. On the other hand, the study has 
yielded a positive prospect during the interviews to sellers where 
immediate change was made to the packages. This also shows the 
value of the research, and the interest of sellers to offer better 
services and eagerness to learn as well as consumer’s enthusiasm 
to try different origins. At the same time, sharing the results of this 
research should help COOs be better represented. 
The visual aspects should be explored further in future 
packages, features such as the cities, landscapes, people, and 
culture can be applied into such products as they are directly linked 
to the properties that make the beans unique. The guideline is not a 
one result solution, but one to expand and motivate sellers to look 
for new approaches while providing the most accurate information 
available. When a new product is launched from an origin that the 
public is unacquainted with it is an opportunity to create a positive 
image that can be mutually beneficial for the brand, consumer, and 
COO. Even with well-known countries, it is important for 
designers to carefully research the factors present such as the 
official use of the Flag and the significance of its components, 
especially for the national symbols as they are related to identity 
and culture. In conclusion, the results of the packaging survey 
show that guidelines for designers are a next step to improving the 
accuracy and value of the visual cues in packaging. 
The country identity of the Dominican Republic must be 
approached at an initial stage where the corrections need to be 
made with the importers and general suppliers in Japan. The lack 
of exposure is the root cause. This in mind, it will take time and 
education, as well as better access to information to restructure the 
Dominican Republic and build a stronger image in Japan. 
In the cases of countries being misrepresented, the packaging 
inspection is not a preventative method, fixing the problem after it 
appears. The guideline looks to aid in these instances become less 
frequent if not, non-occurring and prior to reaching consumers. 
Design concepts are abstract and subjective and it is the 
responsibility and choice of the individual what they choose to 
create. Nonetheless, designers and companies are advised to 
research through proper channels.  
This guide might not only apply to packages but also 
international education and can be used in any field pertinent to 
COO representation to improve communication between countries. 
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